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In recent years, more and more people watch films, but they are no longer just 
film-going public in this network era. There are some changes happened in people’s 
watching and reviewing. Some studies have confirmed the influence of 
online-reviews, several researches show that they could predict box-office through 
perceiving the volume and valence of the online-reviews. However, there are fewer 
researches focusing on the audience and their behavior. 
This research committed to perceive the audience-generated-content on films, 
what kind of people they are, which motivates them to generate, and what factors 
influence the behavior. We want to know more about the film-audience in the 
network era through this exploring, in order to provide a new perspective for 
Audience Analysis. 
We adapt the questionnaire approach to the study, and through the Descriptive 
statistics, Factor analysis, Regression analysis, Variance analysis get results. We find 
that the audience generate their reviews are a group of young fans, they have highly 
educated, surfing on the internet several hours per day, and the character of most of 
them are openness.  
Audience-generate-content is effected by personality, motivation, situation, the 
experience. We extracted 15 factors from the four categories. Besides the openness, 
the most outstanding factors are self-expression and enhancement, community 
atmosphere and perceived tone of the film. In addition, neuroticism and companion 
effect are the perceived barriers on generating reviews. 
Altruism motivates audience high rating, and self-expression and enhancement 
motivates audience generating a long deep comment. At the same time, 
agreeableness and companion effect make audience only replying to the 
















Besides that, there are not any outstanding differences among the audience who 
have different attitude towards the film, reviewing on different time, or have 
different habits on the internet and watching films. However, there are outstanding 
differences between the audience who watch the film in the cinema and on the 
internet. Audience’ ratings are different, and their review-levels are different.   
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截至 2010 年 12 月，中国网民已达到 4.57 亿，博客（不包括微博客）的使
用率近 40%，微博客用户规模达 6311 万，网民在网上发帖、回帖使用率约 32%，
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